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There are numerous networks associated with electronic business. Many recent studies in 
information systems have recognized the role that such network structures play in IS research. In 
this research summary, we report on a project that aims to model and measure the effect that 
such network structures have on outcomes in electronic commerce. A good example of such a 
structure is the network of product pages on an ecommerce site. Each product on an ecommerce 
site has a network position, which is determined by the products it links to, and those that link to 
it. If one imagines the process of browsing an ecommerce site as being analogous to walking the 
aisles of a physical store, then the ecommerce aisle structure is the this graph of interconnected 
products, and the network position of a product in this graph is analogous to its virtual shelf 
placement. A product that is linked to by an intrinsically popular one is likely to enjoy an 
increase in sales on account of this aspect of its network position. A product linked to by 
hundreds of others is likely to get more “network traffic” more than one linked to by just a few. 
Thus, both the structure of the networks and the nodes that comprise them seem to matter.  
 
We measure the extent to which the position of a product in such a network structure will affect 
its demand, based on the idea that the network structure redirects the flow of consumer attention, 
which results in a redistribution of traffic and demand. One specific prediction of our theory is 
that network structures with common degree distributions will even out traffic between products 
(nodes), thereby reducing demand inequity between products.  
 
Our preliminary evidence is based on econometric estimates of how the intensity of the network 
structure affects the demand distributions of over 250,000 products within over 200 distinct 
categories on Amazon.com’s copurchase network. Each product on Amazon.com has an 
associated webpage. Those pages each have a set of “co-purchase links”, which are hyperlinks to 
the set of products that were co-purchased most frequently with this product on Amazon.com. 
This set is listed under the title "Customers who bought this also bought" and is limited to 5 
items. 
 
Briefly, we compute an adapted version of the PageRank coefficient for each node of a 
composite of 7 consecutive daily instances of Amazon.com’s co-purchase network. We contrast 
four such composites, one corresponding to each week of February 2006. We characterize the 
demand distribution of each category by constructing its Lorenz curve and measuring its Gini 
coefficient. We show that when network structure has a greater influence (when the average 
Weighted PageRank is higher) on a category, its demand distribution displays significantly lower 
inequity (its Gini coefficient is significantly lower). In other words, the presence of the network 
structure flattens ecommerce demand distribution. This provides a new explanation for the 
widely documented long tail of ecommerce demand. This “long tail” of demand is more 
prominent when the network features assortative mixing by category, and persists over the month 
despite significant changes in the network’s composition. 
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